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Abstract 
Relationship marketing provides avenues for service providers to listen and address the concerns and needs of 
customers in a bid to promote customer value and satisfaction. The general objective of this study was to assess 
the effect of relationship marketing on Customers’ satisfaction on the two hotels namely Haile and Lewi resort in 
the Southern Ethiopia. The study implemented cross sectional survey design. To collect primary data, structured 
questionnaire and semi-structured interview were used. Respondents were selected by using convenience 
sampling method in order to fill questionnaire. And also purposive sampling technique was used to select 
managers from each resort. 384 structured questionnaires were distributed to the customers of both Haile and 
Lewi resorts, only 365 (95%) complete responses were returned from the customers. The finding result indicates 
that relationship marketing dimensions (independent variables) such as trust, commitment, communication, 
empathy and responsiveness are positively correlated with customer satisfaction for both resorts. According to 
regression model summary result for Haile resort, R Square=.711 means customers satisfaction is the result of 
71.1 percent change in all independent variables. And also for Lewi resort, R Square=.680 means that customer 
satisfaction is predicted by 68.0 percent change in all independent variables. Therefore, the findings of this thesis 
suggests that resorts should incorporate the relationship marketing dimensions to their marketing strategy so as 
to increase overall customer satisfaction and in turn to generate benefits from the relationship with customers 
that is currently critical to success in this dynamic business environment with increasing preferences and 
competition in the market. 
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1.1 Background of the Study 
Relationship marketing began during 20th century to dominate the marketing field. At that time relationship 
marketing became a major issue in marketing and managing business (Egan, 2001). Relationship marketing has 
been developed over the years as stimulating area of marketing that emphasize on creating and maintaining long-
term relationships with customers and other parties. In the competitive market, organizations are not only 
concerned on providing quality products or services but the key concern is to communicate with customers and 
understand their requirement to satisfy and retain them with a profitable relationship (Tseng, 2007). RM found 
ready acceptance in a marketing world where it had become obvious that strategic competitive advantage could 
no longer be delivered on the basis of product characteristics alone and where corporate profitability was 
beginning to become associated with satisfying existing customers (Egan, 2001). Kotler et al. (2007), defines 
relationship marketing as the process in which the construction, cultivation, and strengthening of strong value 
increase relationship with customers and other stakeholders. 
Tourism and Hospitality industry has received rigorous attention of academics, business tycoons and 
economic analysts because of its growing effect on the GDP of a country (Uddin et al., 2008). In today’s global 
economy, hospitality industry is one of the world largest and the most dynamic industry (Stancious etal., 2011). 
This industry is growing around the world and also become a major source of income generation and 
employment creation for several countries. The hospitality industry consist of large category of fields within the 
service industry that includes lodging, restaurants, event planning, theme parks, transportation, cruise line and 
additional fields within the tourisms industry(Olannye,2014). One category of hospitality industry is resort in 
which the researcher wants to conduct a comparative study on Haile and Lewi resorts. The study was conducted 
to assess the effect of customer relationship marketing on customer satisfaction in these resorts. The focus of this 
study was using relationship marketing dimensions that are trust, commitment, communication, empathy, and 
responsiveness and how these dimensions affects the satisfaction of customers in this resorts that does not get 
more concern by other  researchers in this study area.  
 
1.2 Statement of the problem 
The challenge all marketers face today is to find ways in how to increase customer loyalty and retention.  Today 
service providers are highly competitive, and this is very challenging for companies to provide unique services 
as required by customers, to overcome this challenge, companies can build effective interaction and relationship 
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with their customers, because customer focus is on the service delivery system and interaction with the service 
provider when evaluating the service provider company.  Managing customer relationship in business 
organizations is a challenging phenomenon, because customers’ requirement can significantly vary and 
organizations are concentrated on different operations to meet their customer needs (Kleinaltenkamp and Ehret, 
2006).  
It  is observed that, hospitality industry in Ethiopia in general and hotels and resorts in Hawassa particularly 
lack main concern about creating long lasting relationship with its customers and the effect of  relationship 
marketing on their profitability and market share. Most of the hotels in Hawassa concern about the short term 
relationship with customers and they are profit oriented. Most hotel and resort managers have limited knowledge 
on relationship marketing dimensions and their effects on customer satisfaction. Because, most of the managers, 
employees and customers’ have no adequate information about the relationship marketing dimensions and how 
they should be applied in particular hotels and resorts. Most of the employees of hotels and resorts are not well 
trained on how to create long term relationship with customers, that is why they are not effective in 
implementing relationship marketing dimension and creating long lasting relationship with the customers of 
hotels and resorts.  Also there is no or  limited research and journals in Ethiopia to support and inform managers, 
employees and customers about relationship marketing dimensions and their effects on customer satisfaction in 
case of hotels and resorts.   
Although relationship marketing has been introduced as the forerunner of effective strategy to attract, 
sustain and enhance the relationships with customers, there exist few empirical studies which investigated the 
fundamental assumptions and were considered as the bases for the researches on relationship marketing (Ward 
and Dagger, 2007). Most of the studies have focused on the complexities of Customer Relationship marketing 
(Ward and Dagger, 2007), the barriers to Customer Relationship marketing (Pressey and Mathews, 2000) and 
Customer Relationship marketing as a process (Gronroos, 2004). There has been little emphasis on the 
relationship between customer relationship marketing and customer satisfaction. 
In order to fill the research gaps that are stated above, the researcher interested to conduct a comparative 
study on assessing the effect of relationship marketing on customer satisfaction on Halie and Lewi resorts. 
 
1.3 Objectives of the Study  
1.3.1 GENERAL OBJECTIVE 
The general objective of this study was to assess the effect of relationship marketing on Customers’ satisfaction 
on the selected hotels in the southern Ethiopia Haile and Lewi resorts. 
1.3.2 SPECIFIC OBJECTIVES 
Based on the above general objective, the following specific objectives are drawn.  
1. To examine the effect of  trust on customers’ satisfaction on Haile and Lewi  resorts; 
2. To explore whether commitment has an effect on customers’ satisfaction on Haile and Lewi resorts; 
3. To evaluate  whether communication has an effect on customers’ satisfaction on Haile and Lewi  resorts; 
4. To identify whether empathy has effect on customers’ satisfaction on Haile and Lewi resorts; and 
5. To investigate whether responsiveness has effect on customers’ satisfaction on Haile and Lewiresorts; 
6. To compare the results of both resorts in relation to relationship marketing dimensions and their effect on 
customer satisfaction. 
 
1.4 Research Hypothesis  
The study aimed to assess the effect of relationship marketing on customers’ satisfaction in case of Haile and 
Lewi resorts. Based on the existing theoretical and empirical literature, this study explored the extent of 
customer satisfaction on resorts can be explained by relationship marketing variables such as trust, commitment, 
communication, empathy and responsiveness. Based on the research problems and objectives stated above, the 
following hypotheses were formulated. 
H01: Trust has no significant effect on customers’ satisfaction. 
Ha1: Trust has significant effect on customers’ satisfaction. 
H02: Commitment has no significant effect on customers’ satisfaction. 
Ha2: Commitment has significant effect on customers’ satisfaction. 
H03: Communication has no significant effect on customers’ satisfaction. 
Ha3: Communication has significant effect on customers’ satisfaction. 
H04: Empathy has no significant effect on customers’ satisfaction. 
Ha4: Empathy has significant effect on customers’ satisfaction. 
H05: Responsiveness has no significant effect on customers’ satisfaction. 
Ha5: Responsiveness has significant effect on customers’ satisfaction. 
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2. REVIEW OF RELATED LITERATURE 
2.1 Evolution of Relationship Marketing  
The main purposes of relationship marketing is creating and enhancing customer relationship starting from the 
beginning to satisfy and retain the existing customers, in the other way transactional marketing attempts to make 
the sale and acquire new customers rather than retaining the existing customers (Vence, 2002). According to 
Boulding et al., (2005), Dimitriadis and Stevens (2008), CRM is an integration of marketing activities and 
technological resources to create strong relationship firms with their customers. Customer relationship 
management focuses on building relationship, applying systematic way to collect and analyze data, and integrate 
all these activities throughout the firm, and enhancing the ability of integrating these activities throughout the 
network of firms that collaborate to generate customer value, while creating shareholder value for the firm. 
 
2.2 Theoretical Foundation of relationship Marketing 
2.2.1RELATIONSHIP QUALITY THEORY 
Relationship quality captures multiple aspects or dimensions of a relationship (e.g., trust, commitment, 
relationship satisfaction) and has a stronger impact on objective performance than any single dimension. Thus, 
Palmatier et al., (2006), suggest that “different aspects or dimensions of a relationship may be synergistic, and 
performance is optimized only when the relationship is sufficiently strong on all critical aspects”. 
2.2.2 THE COMMITMENT-TRUST THEORY 
Morgan and Hunt (1994), in “The Commitment-Trust Theory of Relationship Marketing” (perhaps the most 
influential RM paper to date), posit that “presence of relationship commitment and trust is central to successful 
relationship marketing, not power.” They argued that trust and relationship commitment are the key mediators in 
exchange between participants, which essentially lead to building a relational co-cooperation. They insist that 
relationship commitment, “an enduring desire to maintain a valued relationship”, and trust, the “confidence in an 
exchange partner’s reliability and integrity” (Morgan and Hunt, 1994),and Morgan and Hunt, 1994 
2.2.3 Relationship Marketing in Service Industry 
The concept of relationship marketing emerged as an opponent to traditional marketing theories since early 
1990s, when the paradigm shifted from transactional to relational marketing. At that time, marketers started to 
realize that a long lasting relationship is more profitable than a onetime transaction. This is in line with the fact 
that the cost of serving one loyal customer is five to six times less than the cost of attracting and serving one new 
customer (Ndubisi et al., 2009, Ndubisi, 2003, Reichheld et al., 2000). Since that, relationship marketing had 
received an increasing amount of attention in marketing research (Gronroos, 1994; 1999), especially in the 
service industry. 
2.2.4 Relationship Marketing Dimensions 
Chattananon and Trimetsoontorn (2009), in their study on relationship marketing in a business context used four 
common components including bonding, empathy, reciprocity and trust. It is different with the customer-based 
study of Ndubisi (2007), who employed trust, commitment, communication and conflict handling as key 
constructs of relationship marketing. As it is suggested by the researchers, there was no agreement on 
underpinning dimensions of relationship marketing for the study. But based on different academicians’ avocation, 
the researcher was focus on the following dimensions of relationship marketing in order to determine the effect 
of relationship marketing on customer satisfaction. 
2.2.5 TRUST 
Trust is a variable considered as the basis of relational exchanges in the west. Trust is formed in the individual 
relationships. Individual characteristics including competence, honesty and reliability play crucial roles in 
creating trust. It leads to more implementable individual guaranties and affects the relationships, feedbacks and 
problem solving; finally, it creates more appropriate attitudes regarding mutual loyalty and long-term 
relationships (Leung et al., 2005). Trust will be created if one of the parts relies on the confidence and honesty of 
another part (Teo and Soutar, 2012, Rashid, 2003). 
2.2.6 COMMITMENT 
Other than trust, commitment is another important underpinning of relationship marketing and its definition is 
used differently across study settings. In psychology, scholars described commitment as a decision or 
recognition that fix or bind an individual to a behavioral disposition (Kiesler, 1971), while sociologist used the 
concept of commitment as a descriptive concept to mark out forms of action characteristics of particular kinds of 
people or groups (Wong and Sohal, 2002). Although various field of study defined commitment in slightly 
different ways, however marketing defined it as an enduring desire to maintain a value relationship (Moorman et 
al., 1992).  
2.2.7 COMMUNICATION 
Communication is defined as the understanding of consumers from the interaction of seller and buyer in a 
friendly and personal manner (Naoui and Zaiem, 2010) which is regarded as one of relationship marketing 
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components serving as glue to sustain the cohesion of distribution channels (Hau and Ngo, 2012). It refers to the 
frequency and quality of information sharing between two parts and plays important roles in creating values and 
stronger relationships (Naoui and Zaiem, 2010). Making them aware is the responsibility of relationship creator. 
By enhancing the quality, value, performance and other features, customer priorities are met and probable 
customer is convinced and encouraged to make purchase decisions. Communications inform the customer about 
what the company is doing in order to compensate their dissatisfaction.  
2.2.8 EMPATHY 
Another component of relationship marketing is empathy resulting in taking the situation into consideration by 
one of the parts from the perspective of his/her partner. It is defined as the attempt to understand a person's 
tendencies and goals. Without empathy for understanding and accepting the buyer's needs, appropriate 
consequences are unlikely to be achieved. It facilitates the seller-buyer relationship and reinforces the buyer 
understanding of performance procedures in the industries (Hau and Ngo, 2012). In first stages, empathizing 
with the customer is important but as the relationship is developed, two parts' empathy will be of considerable 
importance. Being interested in another part develops individual and business relationships and presents a more 
positive perspective (Rashid, 2003). Chantal (2007), believed that a successful company is the one which knows 
its costumers completely and pays attention to their individual priorities, needs, expectations and problems. 
2.2.9 RESPONSIVENESS  
Responsiveness is a firm’s ability to respond the needs and wants of its customers in timely manner. For a firm 
to be responsive, it must gain deeper understanding and profiling of customer behavior, real-time customer 
information and loyalty, management at Point of Service, optimized sales through cross-sell activities and rapid 
response to customers requirement. The firm’s ability to respond the changing market conditions and increase 
customers choice, satisfaction and loyalty provides valuable to customers. Showing sincerity and willingness to 
help customers are some of the key issues in responsiveness and enhances customer retention (kuranchie, 2010). 
2.2.10 Customer satisfaction 
Relationship marketing theory suggests that profitability is enhanced when customer retention is high. Retention 
in competitive markets is generally believed to be a product of customer satisfaction (Buttle, 1997). In addition, 
customer satisfaction has been shown to be positively associated with return on investment (ROI) and market 
value (Sheth and Sisodia, 1999), although these are sometimes regarded as poor measures of actual company 
performance in the long term. Satisfaction can be perceived from a number of different viewpoints; however, 
most researchers agree that satisfaction is a psychological process of evaluating perceived performance outcomes 
based on predetermined expectations (e.g. Sheth and Sisodia, 1999). Customers are, therefore, satisfied when 
their ‘expectations of values’ are positively disconfirmed (Buttle, 1997).  
Figure 2.1 Conceptual frame work of study  
  Independent Variables                                                        Dependent Variable 
 
Source: Adopted from (Dambush Negasi, 2014) and modified by the researchers, 2018 
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3. Research Methodology 
3.1 Research Design 
The study implemented survey research with cross-sectional design. Because, cross-sectional survey research 
design is deemed appropriate for the study as it provides sufficient data to address the research problem within 
specified period of time. In this case, a Pilot study was conducted in this study. Convenience sampling method 
was used in order to collect data from customers’ resorts. And also purposive sampling technique was used to 
select and collect further information’s from managers each resort.  
Data analyses were conducted by using descriptive and inferential analysis. The research was conducted on 
hawassa city by taking Haile and Lewi hotel and resorts customers and managers as target population in order to 
conduct comparative study. 
 
3.2 Target population Types and source of data 
The target population of this study was customers’ of Haile and Lewi resorts.  In addition managers of Haile and 
Lewi hotel and resorts were considered to get further information about the practices relationship marketing 
dimensions and their effect on customer satisfaction. The study was conducted based on primary and secondary 
data. The data were collected from relevant sources that help to achieve the above objectives of the study.   
 
3.3 SAMPLE SIZE DETERMINATION 
Since the total number of target populations of the resorts under the study were unknown, the researcher was 
employee the method determined by Cochran. The Cochran’s formula for calculating sample size when the 
population is infinite: Cochran (1977) developed a formula to calculate a representative sample for proportions 
as: 
 
Where, n0 is the sample size, z is the selected critical value of desired confidence level, Z2 is the abscissa of 
the normal curve that cuts off an area α at the tails (1 - α equals the desired confidence level is 95%), The value 
for Z is found in statistical tables which contain the area under the normal curve. 
P is the estimated proportion of an attribute that is present in the population, 
q = 1-p and,  
e is the desired level of precision. 
The researcher wants to calculate a sample size of a large population whose degree of variability is not known. A 
proportion of 0.5 (or 50%) indicates the greatest level of variability, more than either 0.2 or 0.8. This is because 
0.2 or 0.8 indicate that a large majority do not or do, respectively, have the attribute of interest. Because a 
proportion of 0.5 indicates the maximum variability in a population it is often used in determining a more 
conservative sample size, that is, the sample size may be larger than if the true variability of the population 
attribute were used. Assuming the maximum variability, which is equal to 50% (p =0.5) and taking 95% 
confidence level with ±5% precision, the calculation for required sample size was as follows: 
p = 0.5 and hence q =1-0.5 = 0.5; e = 0.05; z =1.96 (From normal distribution table) 
So, n0= (1.96)2(0.5)(0.5)   = 384.16=384.         
                        (0.5)
2 
 The total sample size of the study was 384 customers and purposefully 2 managers were selected from the Haile 
and Lewi hotel and resorts. After determining the sample size, the researcher distributed the total sample 
respondents equally to both resorts. That means,  
Model Specification  
The regression model was done in the form of: 
Y = β0   + β1Χ1 + β2Χ2 +…..+ βnΧn 
Where, 
Y is dependent variable:-variable which is affected by other variables or explained by the independent variables  
βo is constant 
β1…β n are the coefficient of the independent variables X1 to Xn. Substituting both dependent and independent 
variables in equation above, we have the following equation 
Specifically, for this study the expression is appropriate:  
CS = β0+ β1x1 + β2x2+ β3x3+ β4x4+ β5x5 
Where,  
β1 is the partial slope for x1 on y and indicates the change in y for one unit change in x1,controlling x2 ……. x5 
is the same thing  
CS – Customer satisfaction -dependent variable  
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X1- Trust  
X2 – commitment  
X3 – communication  
X4 – Empathy 
X5- Responsiveness  
 
4. DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
To collect the data and extract findings, questionnaire was prepared and distributed to customers of Haile and 
Lewi resorts in Hawassa city, thus a total of 384 questionnaire was distributed to two resorts  in Hawassa city , 
and a total of 365 (95%) was collected from two resorts and used for this study. This means that 185 
questionnaire was collected from Haile resort and 180 questionnaire from Lewi resort. 19 (5%) of the 
questionnaire remained uncollectible. On the whole, data collection lasted a total of four weeks. 
 
4.1 Respondents demographic characteristics  
This section presents about information of respondents such as gender, age, marital status, educational level, 
occupation and customers stay at Haile and Lewi resorts in Hawassa under the study. 
Table 4.1 Demographic Backgrounds of Respondents 
No Indicators Category                                Resorts 
                Haile                 Lewi 
Frequency Percent Frequency Percent 
1 Sex Male 
Female 
102 
83 
55.1 
44.9 
99 
81 
55 
45 
Total  185 100.0 180 100.0 
2 
 
Age 
 
 25 
26-35 
36-45 
46-55 
56 and Above  
59 
68 
38 
20 
- 
31.9 
36.8 
20.5 
10.8 
- 
45 
77 
32 
17 
9 
25 
42.8 
17.8 
9.4 
5 
Total 185 100.0 180 100.0 
3 Marital status Married 
Single 
Other 
63 
94 
28 
34.1 
50.8 
15.1 
68 
88 
24 
37.8 
48.9 
13.3 
Total  185 100.0 180 100.0 
4 Educational 
level 
Illiterate 
Primary school 
Secondary school 
Diploma 
First degree 
Masters and above  
18 
27 
22 
35 
55 
28 
9.7 
14.6 
11.9 
18.9 
29.7 
15.1 
15 
19 
22 
27 
72 
25 
8.3 
10.6 
12.2 
15 
40 
13.9 
Total 185 100.0 180 100.0 
Source: (Own survey, 2018)     
Table 4.1 above shows that majorities of respondents (55.1%) were males and the rest 44.9% were females 
for Haile resort. And also 55% of respondents were males and the rest 45% were females for Lewi resort. 
Comparing the percentages of males and females for both resorts, customers’ population was male dominated.  
As table indicated above for Lewi resort, 8.3% of respondents stay with the resort for less than one year. 
22.8% of respondents were served for one year and 38.3% of respondents were stay with the resort for two years. 
The remaining 30.6% of respondents were used the services of resort for three and more than three years. This 
implies that majorities of respondents under the study used the services of the resorts for one year and above.  
 
4.2 Descriptive Analysis of the Study Variables 
This part of the analysis is made based on survey questionnaires gathered from 365 Customers of Haile and Lewi 
resorts using 5-point Likert’s scale. The study has five independent variables such as trust, commitment, 
communication, empathy and responsiveness; it has customer satisfaction as a dependent variable. 
The researcher considers, for his measure, an inherent assumption, which states that with the usage of any 
Likert scale that although the scale is truly ordinal in nature, it is assumed to be on an interval scale with which 
statistical properties such as the mean can be justifiably used. It is an assumption made quite frequently in 
empirical studies (Edmindson, 2005). Accordingly, the research applies mean and standard deviation as the best 
measures for analysis based on the mean range developed by Al-Sayaad et al. (2006, Cited in Demis, 2016) of 
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the following table: 
Table 4.2 Five- Scaled Likert's criterion 
No. Mean Range Response Options 
1 [1.00, 1.80) Strongly Disagree 
2 [1.80, 2.60) Disagree 
3 [2.60, 3.40) Neutral 
4 [3.40, 4.20) Agree 
5 [4.20, 5.00] Strongly Agree 
Source: Al-Sayaad et al. (2006, Cited in Demis, 2016) 
Table 4.3 Descriptive Statistics of items that measure trust  
Items Haile Resort(N=185) Lewi Resort(N=180) 
Min. Max. Mean Std. 
dev 
Min. Max. Mean Std. 
dev 
1. I always trust the services of resort 2 5 4.05 0.645 2 5 4.42 0.633 
2. The resort trusted on the service you ask  2 5 4.09 0.702 2 5 4.41 0.632 
3. The resort provides consistent quality 
services at different time 
2 5 4.02 0.751 2 5 4.26 0.765 
4. The resort always show respect and honest 
to you 
1 5 4.26 0.750 1 5 4.46 0.582 
5. The resort has the ability to meet its 
promises 
2 5 4.03 0.726 1 5 4.28 0.635 
Overall average for trust  1.8 5 4.09 0.545 1.6 5 4.36 0.556 
Source: (Own survey, 2018)     
The overall mean score of trust is 4.09 with the standard deviation of 0.545 for Haile resort and it has mean 
value of 4.3 with the standard deviation of 0.556 for Lewi resort. According to the criterion set under table 4.2, 
the mean value falls to “agree level” for Haile resort customers and “strongly agree level” for Lewi resort 
customers. This shows that Lewi resort is better in implementation of trust tactics as compared to Haile resort. 
Table 4.4 Descriptive Statistics of items that measure commitment  
Items Haile Resort(N=185) Lewi Resort(N=180) 
Min. Max. Mean Std. 
dev 
Min. Max. Mean Std. 
dev 
1.The employees of resort always willing to 
help you 
1 5 4.08 0.783 2 5 4.22 0.719 
2.The resort changes its service to satisfy 
your needs  
2 5 4.03 0.714 2 5 4.24 0.663 
3.Employees are consistently polite during 
service contact 
2 5 4.25 0.585 1 5 4.28 0.598 
4.The resort strongly works to maintain 
customer relationship 
2 5 4.21 0.602 1 5 4.23 0.615 
5.The resort spends enough effort to keep 
customer relationship 
3 5 4.16 0.619 1 5 4.23 0.667 
Overall average for Commitment 2 5 4.15 0.465 1.4 5 4.24 0.519 
Source: (Own survey, 2018)     
The overall mean score of commitment is 4.15 with the standard deviation of 0.465 for Haile resort and it 
has mean value of 4.4 with the standard deviation of 0.519 for Lewi resort. According to the criterion set under 
table 4.4 above, the mean value falls to “agree level” for Haile resort customers and “strongly agree level” for 
Lewi resort customers. This implies that Lewi resort is good in performance of commitment elements than that 
of Haile resort. 
Table 4.5 Pearson correlation result of Lewi resort 
Correlation is significant at the 0.01 level (2-tailed) 
Based on table 4.6, Beta coefficient result responsiveness has maximum effect (0.332) and trust has minimum 
effect (0.106) on customer satisfaction. Regression model can be written as follows and significant at 95% 
confidence interval for Haile resort. 
Y= 0.393+0.106x1+0.151x2+0.209x3+0.267x4+0.332x5 
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Table 4.5 Multiple regression result of Lewi resort 
Model 1 Coefficientsa t Sig. 
Unstandardized  
Coefficients 
Standardized Coefficients 
B Std. Error Beta 
(constant) .531 .200  2.656 .009 
X1=Trust .180 .056 .208 3.226 .001 
X2=Commitment .039 .060 .042 .652 .515 
X3=Communication .185 .063 .193 2.952 .004 
X4=Empathy .210 .052 .252 4.020 .000 
X5=Responsiveness .253 .057 .289 4.485 .000 
Source: (Own survey, 2017) 
Dependent Variable: Customer satisfaction 
According to table 4.19, Beta coefficient value responsiveness has maximum effect (0.289) and commitment has 
minimum effect (0.042) on customer satisfaction. Regression model can be written as follows and significant at 
95% confidence interval for Lewi resort. 
Y= 0.531+0.208x1+0.042x2+0.193x3+0.252x4+0.289x5 
As it was indicated above, Trust has positive effect on customer satisfaction. This means that, as trust 
increases or decreases by 1%, customer satisfaction increases or decreases by 20.8% controlling (x2, x3, x4 and 
x5). And also Commitment influences customer satisfaction positively. When commitment is raised or fall by 
1%, the customer satisfaction raised or fall by 4.2% controlling (x1, x3, x4 and x5). As Communication 
increased or decreased by 1% customer satisfaction also increased or decreased by 19.3% keeping other 
variables constant (x1,x2,x4 and x5).with regard to empathy increased or decreased by 1% , customer 
satisfaction is increased or decreased by 25.2% keeping other variables remain the same (x1,x2,x3 and x5). 
Finally, responsiveness increased or decreased by 1%, customer satisfaction is increased or decreased by 
28.9% keeping other variables constant (x1, x2, x3 and x4).This implies that responsiveness and empathy have 
strong impact on customer satisfaction in case of Lewi resort. 
 
5. SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 
5.1 Findings and Conclusions 
The analysis results of the research shows that from all independent variables of relationship marketing under the 
study, commitment, communication, empathy and responsiveness have strong correlation with customer 
satisfaction for Haile resort. But trust has moderate correlation with customer satisfaction. It was highly 
significant at the 0.01 level (p<0.01). Trust, communication, empathy and responsiveness have strong correlation 
with customer satisfaction for Lewi resort. However, commitment has moderate correlation with customer 
satisfaction. It was significant at the 0.01 level (p<0.01) This finding implies that, both Haile and lewi resorts has 
to provide more concern on tactics of relationship marketing that can highly affect customer satisfaction and 
their performance in the market. 
The regression analysis showed that R Square=.711 means all independent variables (trust, commitment, 
communication, empathy and responsiveness) can explain customers satisfaction by 71.1 percent in case of Haile 
resort. And also for Lewi resort, R Square=.680 means all independent variables (trust, commitment, 
communication, empathy and responsiveness) can predict customer satisfaction by 68.0 percent. Generally, the 
findings of the analysis made above revealed that there is strong and significant relationship among independent 
and dependent variables. 
Furthermore, interview analysis results show that implementing customer relationship strategies in the 
resorts have paramount importance in acquiring and satisfying both actual and potential customers and to 
generate profit in the relationship.  
 
5.2 Recommendations 
From the findings of this thesis, the researcher has point out some problems on variables under the study. To fill 
the gaps of problems and to let the resorts to sustain strengthens, the following recommendations were made:  
 The resorts would provide consistent quality services at different time by adjusting overall service 
structure and working environment in similar manner and by allocating employees with competency in 
the profession. And also the resorts should work hard to develop their capacity to meet promises by 
shaping its work plan, adopting new changes in business environment and effectively determining the 
demand of customers in the market and adjusting supply of services accordingly. 
 Resorts should inspire their employees by involving many fringe benefits other than their normal salary 
in order to persuade them to show interest during service contact with the customers. And in addition 
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providing training and awareness for employees about the effect relationship with customers on 
achieving organizational objectives.  
 Here the resort had better provide the chances to its customers to express their feeling about any service 
related issues. And giving freedom to the customers to provide the opinions about the services of the 
resort is the issue that needs concern from the resort. 
 The employees of the resort understand customers’ specific needs have relatively low mean value for 
Lewi resort. So, resort should inform, and train its employees with how to understand the specific needs 
of many customers with different conditions of service. 
 The resort services/products accessibility are improved to satisfy customer need from customer 
satisfaction items, has relatively low mean value for two resorts. Based on the result, the resorts have a 
duty to improve their products convenience to satisfy the needs by employing different service delivery 
techniques.  
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